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Markmid verkefnisins ,,Hollari kjotvorur* var ad préa hollari tilbunar
kjotvorur med minna af salti og hardri fitu. I vérupréunarferlinu var
skynmat notad til ad meta skynraen gadi varanna og neytendakannanir til
ad athuga hvernig neytendum likadi varan. Neytendakannanir voru gerdar
baedi i heimahGsum og & vinnustddum. Nidurstodur skynmats og
neytendakannana voru notadar til ad taka akvordun um breytingar &
framleidsluferli  til ad adlaga vorurnar ad smekk neytenda.
Orverumelingar og efnamealingar voru gerdar til ad fylgjast med
geymslupoli og efnainnihaldi varanna. Neysluvenjur & unnum kjoétvérum
og vidhorf til fituskertrar og saltskertrar kjotvoru var rannsakad. [
verkefninu tokst ad framleida fitu- og saltskertar vérur Gr premur
voruflokkum: nyjar kjotvorur, forsteiktar kjotvorur og alegg. Ein af peim
vorum er nu tilbdin & markad. Nyja varan fékk mjog goda doma hja
neytendum og jafnvel betri en si vara sem var & markadi. Adrar tver
vorur eru komnar mjog langt i vorupréun og hefur fyrirteekid nd pekkingu
og reynslu til ad ljuka peirri vérupréun og halda afram med proéun slikra
vara.

Neytendur eru almennt jékveedir i gard fituskerdingar & kjotvorum.
Munur er pé & svorum peirra eftir pvi hvada vara & i hlut og einnig er
munur milli kynja. Langflestir telja fituskertar kjotvorur hollari en vorur
med hefdbundnu fituinnihaldi. Fyrir neytendur skiptir mestu mali ad
varan sé bragdgdd. Verd skiptir einnig mali en minna p6. Neytendur gera
langoftast somu geaedakrofur til fituskertra og hefdbundinna vara.
Neytendur hugsa um hollustu kjétvara en eru ekki tilbanir ad skipta ut
bragdgeedum fyrir hollustu. Munur var & vidhorfum karla og kvenna.
Konur hugsa meira um hollustu matar en karlar og eru jakvaeoari i gard
fituskertra kjOtvara. baer eru einnig liklegri til ad kaupa fituskertar
kjotvorur. Konur athuga frekar en karlar hvort varan er umhverfisven.
Upplysingar & pakkningum skipta miklu mali. Um tveir pridju neytenda
segjast skoda fitumagn vid val & kjotvorum. Um helmingur neytenda
skodar saltmagn og virdist pad pvi skipta flesta minna mali en fitumagn.
Huga parf vel ad merkingu og innihaldslysingu salt og fituskertra kjétvara
par sem slikt hefur ahrif & val og veentingar neytenda.
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Summary in English:

The aim of the project was to develop healthier processed meat products
with lower salt and fat content. In the production development process the
sensory attributes of the prototypes were evaluated by a trained sensory
panel. Consumer tests were conducted to study the consumer liking of the
products. The consumer tests were done in different settings as central
location tests and in-home tests. The results from the sensory evaluation
and the consumer test were used to make decisions on the next steps in
the product development. Microbiological and chemical analysis was
performed to estimate the storage life and nutritional status of the
products. The consumption pattern and consumer attitudes towards
processed meat products with reduced fat- and salt content were studied.
In the project the product development of three products in different
product categories was successful. One of the products is ready for
marketing and consumer tests indicated better liking of this new
prototype than of the traditional one. The two other products need further
development and the company has now the competence and experience to
finalise the development.

Consumers are in general in favour of fat-reduced meat products but there
is a gender difference and also a difference towards different product
categories. Most of the consumers believe that fat-reduces meat products
are healthier than traditional products. The taste is most important to most
consumers and the price is also important. The consumers make the same
demands to quality of fat-reduced food as other food. Consumers find the
healthiness of food important, but not as important as the taste.

Women are more aware of the healthiness of food and they are more
positive towards fat-reduce meat products. They are more likely to buy
fat reduced food and more aware of environmental friendly food. The
information on the packaging is important. Two third of the consumers
look for the fat content on the food label of the product they buy, but only
half of them look at the salt content. Labelling and packaging information
is very important as it affects the choice and expectations of the
consumers.
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